The purpose of the study is to examine the effect of moral intensity on self-conscious emotions and neutralization techniques in the context of ethical decision making among consumers. A sample of 388 shopping mall retail consumers was recruited through self-administered survey technique. Descriptive statistics, exploratory factor analysis, correlation was carried out in SPSS whereas the measurement model and structural relationships were estimated using AMOS.
INTRODUCTION
The literature on business ethics can be traced back to 1920 however it is recently getting popular among researchers around the world. The initial focus of business ethics studies has remained biased towards examining the role and responsibilities of seller's side and has ignored the buyer's side. It was the work of Muncy & Vitell (1992) that has highlighted the importance of the consumer side in maintaining ethical balance in the businesses (Vitell, 2003) . Since then a plethora of studies have focused consumer ethics however the discovery have just revealed the tip of the iceberg. Consumer aberrant behaviour at marketplace is still a bigger challenge to researchers (Caruana, Carrington, & Chatzidakis, 2015; Chatzidakis, Hibbert, & Smith, 2006; Chatzidakis & Mitussis, 2007) . Why consumers have behaved differently from their verbal statement or belief has remained the major question to date. Young, Hwang, McDonald, & Oates (2010) have reported only 5% of the 30% consumers registering their concern over environmental issues have confirmed through their behaviours. Caruana et al.(2015) blames the methodological procedures adopted by previous studies that have naively taken consumer behaviour as a rational process. Such studies have largely ignored the bigger picture containing historic, social and cultural dimensions in which consumers exist.
In order to solve this puzzle the study conceptually links and empirically examines three well established theories being used in three different disciplines. First, the issue-contingent theory is a famous rational model by Jones (1991) that emphasizes upon "moral issue intensity" and is developed for organizational settings. Second, the theory of neutralization techniques by Sykes & Matza (1957) is a highly acknowledged theory being used in the field of criminology that explains the rationalization process of a criminal act used by a criminal. Third, a well established scale for measuring non-rational aspect i.e. self-consciousness by Scheier & Carver (1985) is used in the field of self-conscious emotions. The relationship between emotions and their impact on the subsequent behaviour is well established in the literature (Guerra, Huesmann, & Zelli, 1993; Weiner, 1985) . Self-consciousness on the other hand has earned little attention among researchers (Tracy & Robins, 2007; Tracy & Robins, 2004) . Similarly, the "theory of neutralization" has largely been ignored by researchers in social sciences except the field of criminology (Maruna & Copes, 2005) . It is recently the theory has found some grounds in consumer settings that involves ethical decision making (Chatzidakis, 2007; Chatzidakis et al., 2006; Mallin & Serviere-Munoz, 2013; McGregor, 2008; Strutton, Vitell, & Pelton, 1994) . The impact of the characteristics of the ethical issue on decision making was first identified by Jones (1991) and were called "moral intensity". An issue of high moral intensity in ethically posed situation will invoke consumer's attention towards self-consciousness and defence mechanism (neutralization technique).
The purpose of the study is to explore the impact of moral intensity on self-consciousness and neutralization techniques. Accordingly, the influence of self-consciousness on individual's neutralization technique is also examined. The study basically has three research objectives: i. To investigate the impact of moral intensity on self-consciousness and neutralization techniques.
ii. To investigate the impact of self-consciousness on consumer's neutralization techniques.
iii. To investigate the impact of moral intensity, self-conscious emotions and neutralization techniques on individual's behavioural intention.
The study is empirically in nature that comprises of a sample of 388 shopping mall consumers. Data is analyzed through descriptive statistics, correlation, exploratory factor analysis (EFA) through SPSS 17.0 while confirmatory factor analysis CFA and model estimations are done through AMOS 20.
The paper is structured as follow: First, the review of the relevant literature on moral intensity, self-consciousness and neutralization techniques is presented, followed by the development of theoretical framework indicating the relationship between each variable. Second, the development of research hypotheses and explanation of the research methodology is given. Third, a discussion on the results, managerial implications and possible future research in the area is presented.
The study mainly contributes in three dimensions. Firstly, it provides a theoretical foundation for linking rational and non-rational aspects involved in consumer ethical decision making process. Secondly, it provides useful insights into the consumer ethical literature in a collectivist cultural setting which is an under research area. Thirdly, it expands the current literature of consumer ethics in Pakistan.
REVIEW OF THE LITERATURE

Consumer Ethics:
Consumer ethics is defined as ''the moral principles and standards that guide the behaviours of individuals as they obtain, use, and dispose of goods and services'' (Muncy & Vitell, 1992) . The field has earned the attention among researchers after the seminal work of Muncy & Vitell (1992) . A review of the literature highlight only 5% efforts were made to examine consumer ethics (Murphy & Laczniak, 1981) . The field of business ethics has broadly been examined through two types of investigations: normative and descriptive (O'Fallon & Butterfield, 2005) . Normative ethics guides on "how individuals should behave" whereas descriptive ethics focuses on "explaining and predicting individual's actual behaviour" (O'Fallon & Butterfield, 2005, p.375) . Similarly, consumer ethics has also been studied from these two dimensions (normative and descriptive) over the period of time. Similar to the concept of "Corporate Social Responsibility -CSR", researchers like Vitell (2014) have introduced a new concept called "Consumer Social Responsibility -CnSR". Vitell (2014) has differentiated between "consumer ethics" and "consumer social responsibility. According to him the responsibilities of the consumers towards stakeholders (involving one to one relationship) comes under the umbrella of "consumer ethics" whereas the responsibilities of the consumers towards society as a whole are termed as "consumer social responsibility". Schlegelmilch & Magdalena (2010) in their state of the art review have forecasted a bright future for consumer ethics. According to them, this field "still has to catch up" especially from the context of socio-demographic aspects, psychographic variables and ethical consumers.
The field of consume ethics is under studied in Pakistan. Few studies have examined ethics through a more general perspective like investigating employees' business ethics (Akram & Azad ,2011) , comparison of business ethics in Pakistan and other countries (Tabish, 2009) , the role of religiosity and culture on consumer buying behaviour (Ilyas, Hussain, & Usman, 2011) and academic dishonesty among students , (Nazir & Aslam, 2010) . The study of Cheema et al. (2013) has focused consumer ethics however the research is exploratory in nature and the sample is drawn from two organizations (Al-Fatah and Home plus) operating in Faisalabad. Karacaer, Gohar, Aygün, & Sayin (2009) compared the effect of personal values on ethical decision making between Turkish and Pakistani professionals. Mujtaba & Afza (2011) examined the business ethics perception among public and private sector employees. Nazir & Aslam (2010) have examined the academic dishonesty and the perception of students in Pakistan. The study of Shah & Amjad (2015) has examined moral philosophy, self-consciousness and behavioural intention. In another study of Shah & Amjad (2017) , they have examined moral ideology, ethical beliefs and moral intensity in Pakistan. The dearth of literature on consumer ethics in Pakistan also provides a source of motivation to empirically examine this.
Moral Intensity:
Jones (1991) proposed the famous descriptive ethical decision making model called "Issuecontingent model". The model is a unique model as it introduced a dimension to ethical decision making models by putting focus on the characteristics of the moral issue referred as "moral intensity". Moral intensity depends on the nature of the ethical issues faced. It is independent of the moral development of the individual who faces this issue. Jones (1991) has classified moral intensity comprising of six components: magnitude of the consequences, proximity, concentration of the effect, social consensus, probability of effect and temporal immediacy.
i)
Magnitude of the consequences is the totality of the harm/ benefits suffered by the victim that are resulted from the ethical decision made. ii)
Proximity refers to the closeness felt by the decision maker with the victim of the ethical decision maker. This closeness may exist because of physical, psychological, social or cultural. iii)
Concentration of effect refers to severity of the moral issues regardless of the numbers of the victims of a moral decision. iv)
Social consensus refers to social acceptance or rejection is expected in result of the decision made in the ethical dilemma.
v)
Probability of Effect refers to the chances of occurring an event and the probability of resulting in harmful outcomes. Hence it is a product of two functions a) chances of an occurrence of an event b) probability of resulting in harmful outcomes.
vi)
Temporal Immediacy refers to the time differences between the ethical decisions made the potential harm/benefit. A decision that posses shorter length in time posses greater temporal immediacy. The interest in examining moral intensity has seems to grow over the period of time. Between 1994-2000 only two studies examined moral intensity (Loe, Ferrell, & Mansfield, 2000) , which increased to 32 studies between 1996 -2003 (O'Fallon & Butterfield, 2005 . In 2001-2011 twenty two studies on moral intensity were reported (Craft, 2012 ) with a focus on Awareness, Judgment and Intention as 5, 12 and 5 studies respectively. Lincoln & Holmes (2011) reported a significant impact of moral intensity on all the three phases of decision making i.e. moral awareness, judgment and intention. Moral intent is giving priority to moral values over other beliefs whereas moral behaviour is the application of the moral intent (Craft, 2012) . In another study by Paolillo & Vitell (2002) only moral intensity is reported to have impact on behavioural intention, whereas job satisfaction organizational commitment, existence of corporate codes, enforcement of codes and organizational size had mixed results. Similarly, Ratnasingam & Ponnu (2008) identified a significant impact of moral intensity, perceive risk and moral judgment on behavioural intention. Singh, Vitell, Al-khatib, & Clark III (2007) reported the mediation effect of moral intensity on moral philosophies and ethical judgement. In another study, the impact of experience, salary and gender (female) is found to impact positively on moral intensity (Singhapakdi, Vitell, & Franke,1999) . In a comparison study between Pakistan and Turkey, Karacaer, Gohar, Aygün, & Sayin (2009) reported the respondents in both studies were not statistically different on moral intensity perspective. Davies & Crane (2003) studies moral intensity in the organizational context and have reported moral intensity crucial in making ethical decision making. In a comparative study on US and Malaysian consumers, Singhapakdi, Rawwas, Marta, & Ahmed (1999) found Malaysian consumers possessing less perceptions towards issues of high moral intensity as compared to their US counterparts. The literature calls for more in-depth empirical investigation of moral intensity (Loe et al., 2000) .
Self-consciousness:
The history on exploring moral self is long and can be traced back to Aristotle (Solomon, 1992) . However, between 1970 and 1980 a movement of critical investigation of anthropological and ethnographic writings took place. This movement resulted into "post-modernism" and brought the selfhood concept to main stream literature (Cohen, 2002) . The work of Blasi (1983) can be rightfully termed as the pioneered work in the field as it lays down a foundation to several proceeding theories in the selfhood field (Jennings, Mitchell, & Hannah, 2015) . Duval & Wicklund (1972) laid the pioneer work in differentiating between self and non-self as subjects of investigation on self-awareness literature. A distinction on self between public and private self was made by Buss (1980 ), Carver Scheier (1981 and Fenigstein, Scheier & Buss (1975) . Scheier & Carver, (1985) introduced a new dimension to exploring self by adding "social anxiety" as a new dimension to self along with private and public self-consciousness. Their study refines the scale proposed by Fenigstein, Scheier & Buss (1975) . Scheier & Carver (1985) explains these aspects as under:
Private Self-consciousness: This is an individual's ability to dedicate attention towards more covert and hidden aspects of the self that are concealed from others' examination or notice. These include "beliefs, aspiration, values and feeling" (Scheier & Carver, 1985, p.687) than an individual hold it privately and don't wish to disclose to others. ii) Public Self-consciousness: This is an individual's ability to think about her/his aspects of self that are of concern for public display. This includes "ones overt behaviour, mannerism, stylistic quirks, and expressive qualities" (Scheier & Carver, 1985, p.687) .
iii)
Social Anxiety: This includes individual's apprehension of her/his actions in the context of how others will judge them. Self-consciousness (public, private & social anxiety) has been extensively examined over the period of time. The link between private self-consciousness with reliability of self-reporting was found higher as compared to public self-consciousness (Nasby, 1989) . A negative and significant relationship is found between individual's self-reflections and psychological wellbeing, whereas a positive and insignificant relationship is found between internal state awareness and psychological wellbeing (Harrington & Loffredo, 2007) . The time spent on public or private selfconsciousness is not found to be associated with behaviour (Franzoi & Brewer, 1984) . Public SC is found to be higher in social anxious individuals (George & Stopa, 2008) . Private SC is found to moderate self-deception and moral self-concept (Lu & Chang, 2011) . A Turkish version of the Scheier & Carver (1985) on self-consciousness was developed that validated the factor structure and psychometric properties of the scale (Ruganci, 1995) . The literature on self-consciousness calls for more in-depth investigation (Tracy & Robins, 2007) specially in other cultures (Jennings et al., 2014) i.e. collectivism cultures.
Neutralization Techniques:
Sykes & Matza (1957) introduced a new dimension in understanding the reasons for delinquency among youth by purporting the "Techniques of Neutralization". According to them the reason for behavioural delinquency is a result of unexplored link between crime and the defence mechanism used by the criminals. These justifications used for defence purpose may not be seen as legal or accepted by the society at large. This rationalization process occurs prior to the actual deviant behaviour and facilitates such behaviours. Sykes & Matza (1957) have identified five different types of rationalization (neutralization) techniques:
i)
The Denial of responsibility: The individual refuses to accept the responsibilities of the delinquent behaviour and blames other to be responsible for making him to commit this crime. Such an individual considers himself as a "billiard ball" that has no control of the situation.
ii)
The Denial of Injury: The individual refuses to accept that any one resulted from delinquent behaviours has injured or got hurt.
iii)
The denial of a victim: It is the neutralization technique through which the individual considers that the action he/she performed was a rightful retaliation or punishment.
iv)
The condemnation the condemner: A neutralization technique in which the individual develops a rejection of the rejecters. He may consider the condemners as "hypocrites, deviants in disguise or impelled in personal spite" (Sykes & Matza, 1957, p.668) .
v)
The appeal to higher loyalty: refers to the neutralization technique in which the individual may scarify the interests of the larger group than smaller group i.e. sibling pair, his gang or for friends. The theory has long remained confined to the field of criminology and was treated as a theory of Criminology Etiology (Maruna & Copes, 2005) . It was used to understand justification mechanism of criminals who committed rap, murder and genocide. According to Hazani (1991) the theory is universal in nature and can be utilized in any situation that results into inconsistency between individual's beliefs and actions. Recent literature indicates an increase in use of neutralization technique theory in business studies. Like the study of Hinduja (2007) was carried out on business students and has reported four techniques showing positive impact on outcome variable -Denial of Injury, Appeal to Higher Loyalties, Denial of Negative Intent, and Claim of Relative Acceptability. In a study conducted on salesmen by Mallin & Serviere-Munoz (2013) a negatively associated between neutralization techniques and behavioural intention is found also limited support for neutralization technique mediation reported. McGregor (2008) conceptually linked the neutralization techniques with consumption. Gruber & Schlegelmilch (2014) reported consumers using neutralization techniques to reduce their dissonance further they use others as an example for their defence mechanism. Steenhaut & Kenhove (2006) have reported an inverse impact of increase in guilt factor with consumer inclination towards unethical behavioural intention. Rogers & Buffalo (1974) developed a scale for neutralization that accounts for both black and white boys delinquent behaviours. There is a great need to expand the theory of neutralization in the field of consumer ethics regardless cross cultural or not (Vitell, 2003) . Researchers like Maruna & Copes (2005) call for linking neutralization techniques with social and structural processes.
Hypotheses Development:
The importance of moral issue intensity in the ethical decision making process was long ignored until Jones (1991) . A plethora of studies have been carried out examining the impact of moral issue intensity with different variables effecting decision making in ethically posed situations. The dimensions of moral intensity are found significant determinant of moral judgement (Leitsch, 2006) . The individuals having a higher sense of responsibility when faced an ethical posed situation are expected to invoke a higher level of self-consciousness (Molinsky & Margolis, 2005) .
H1: Moral intensity (MI) is positively associated with self-consciousness (SCE)
McGregor (2008) strongly believe that the moral intensity is related to consumer neutralization techniques. According to him the higher the level of moral intensity the greater the individual will feel to use defence mechanism i.e. neutralization techniques. Gruber & Schlegelmilch (2014) calls to link the techniques of neutralization with moral intensity to better understand the discrepancy between intention and behaviour.
H2: Moral intensity (MI) is positively associated with neutralization techniques (NEU)
Individual's ethical attitudes are strongly linked to their ethical intentions (Reidenbach & Robin, 1990) . The relationship between the moral intensity and behavioural intention has also been reported positive by certain empirical studies carried out in the field (Karacaer, Gohar, Aygün, & Sayin, 2009 , Leitsch, 2006 , Molinsky & Margolis, 2005 .
H3: Moral intensity (MI) is positively associated with establishing moral intention (EMI)
Individuals experiencing higher level of self-consciousness will try to search for reasonable justification for their un/ethical behaviour. Hence, higher the self-consciousness will generate higher need to neutralization techniques (Molinsky & Margolis, 2005) . Strutton et al. (1994) reported consumers justifying their unethical behaviours by using techniques of neutralizations.
H4: Self-consciousness (SCE) is negatively associated with neutralization techniques (NEU)
Individuals who care to avoid harm will generate more sympathetic considerations while making a ethical decision (Molinsky & Margolis, 2005) . Such individuals will develop positive intention toward ethical behaviour and negative towards unethical behaviours. The study of Uddin & Gillett (2002) reported a significant impact of self monitors on individual's intention to avoid fraudulent reporting. Gruber & Schlegelmilch (2014) reported consumers use neutralization techniques to decrease their dissonance and when asked for their unethical behaviour will cite the examples of others who committed such behaviours. Neutralization techniques is found negatively associated with individual's establishing moral intent. (Mallin & Serviere-Munoz, 2013) .
H5: Self-consciousness (SCE) is positively associated with establishing moral intention (EMI)
H6: Neutralization techniques (NEU) is negatively associated with establishing moral intention (EMI)
In light of the above discussion we have further hypothesized the mediation effects of neutralization techniques and self-consciousness as below: 
H7: Self-consciousness mediates the relationship of moral intensity and neutralization techniques (NEU) H8: Self-consciousness mediates the relationship of moral intensity and establishing moral intention (EMI) H9: Neutralization Techniques (NEU) mediates the relationship of moral intensity and establishing moral intention (EMI)
METHODOLOGY
This section discusses the methodology adopted by the study to attain research objectives. It explains the sampling technique, data screening process and the variables used and their measurement.
Sample:
The study employed a convenience sampling procedures. Consumers at major shopping malls in the Hazara region of KPK were intercepted. Following the methodology adopted by Rawwas (2001) every nth number consumer was requested to participant in the survey questionnaire. Each respondent was debriefed about the aims of the research and anonymity of the respondents. By this method a total of 410 questionnaires were filled in, out of which 22 questionnaire were improperly filled, hence 388 responses were retained for further analysis.
Most of these respondents were young between the ages of 21 to 40 years of age (69%), male (56%), single (47%) and having qualification above Bachelors level (66%). Mostly of them reported living in a joint family system (56%) with an average family size between 5 to 7members of (55%).
Measures:
The instrument was divided into four sections. Section one contained 5 vignettes adopted from Muncy & Vitell (1992) scale. These vignettes represent consumers behaving unethically in typical shopping/retail settings. All these vignettes are selected from Active/Illegal Dimension of the MV-Scale because of the following reasons:
a) The active/illegal dimension is empirically found unethical across the globe with majority of the consumers showing less favourable behaviour towards such activities (Vitell, 2003) . b) All the situations portrayed in these vignettes contain sever unethical/ illegal behaviours that are ideal to elicit respondents concerns towards moral intensity, self-consciousness and neutralization techniques. Section two contains 5 questions on neutralization techniques through an adopted scale from Strutton et al. (1994) . Section three contains 6 questions on moral intensity by adopting the scale used by Paolillo & Vitell (2002 ) & Singh et al. (2007 . The last section contains 22 questions on self-consciousness by adopting the scale proposed by Scheier & Carver (1985) .
The responses were recorded on 7 points Likert scale, where 1 indicated "A lot like me" and 7 as "Not at all like me". Behavioural intention is measured on a 3 points, with '1=I will do the same", "2=Not decided" & "3=I will not do the same".
Data analysis techniques
Descriptive statistics, correlation and exploratory factor analysis is carried out through SPSS Version 12, whereas Confirmatory Factor Analysis and Model estimation is done through AMOS 20. Mediation analysis was conducted trough SEM technique (i.e. AMOS). This study examined the mediation through three techniques: Baron & Kenny, Bootstrapping (AMOS) and Zhao decision tree. There are two schools of thought on using Baron & Kenny (1986) technique. The first camp encourages using Baron & Kenny (1986) through SEM techniques in order to reap out reliable results (Baron & Kenny, 1986; Frazier, Tix, & Barron, 2004) . The second camp strongly discourages using this approach due to various inbuilt flaws (Hayes, 2009; Zhao, Lynch Jr., & Chen, 2010) . Hayes (2009) recommends using bootstrapping technique, whereas Zhao et al. (2010) provides a decision tree to reach a right conclusion ( figure-2) . Zhao et al. (2010) have shown certain reservation on Baron & Kenny (1986) approach which according to them is either pushing the researchers to bequeath their research projects or reporting of "partial mediation" . According to them the mediation relationship is beyond the three states of mediation i.e. "full mediation", "partial mediation" or "no mediation". They introduced five dimensions of mediation:
1. Complementary mediation is a type of mediation in which both mediated effects (a*b) and direct effect (c) exist and share the same direction (sign). 2. Competitive mediation is a type of meditation in which both indirect (a*b) and direct effect (c) exits, however are in different directions. 3. Indirect-only mediation is a type of mediation in which only indirect effect (a*b) exists, however the direct effect (c) is missing. 4. Direct-only non-mediation is a type of mediation in which only the direct effect (c) exists, however the indirect effect (a*b) is missing. 5. No-effect nonmediation is a type of mediation state where neither indirect nor direct effects exists.
Translation of the instrument:
The English version of the questionnaire was translated into Urdu with the help of experts using a back-translation and decentering method proposed by Brislin (1986) and followed by Rawwas, Swaidan, & Oyman (2005) . A team of 5 experts was used for translation purposes that included two English language experts, two business studies experts and one expert in Psychology. In step one the experts translated the questionnaire into Urdu language. In step two, they share their outcomes with each others and in step three they developed their modified version of Urdu language. In last step they translated back to the English language and they decided upon an acceptance of the final version of the instrument.
Procedural approaches to reduce "Common Method Biased"
Common method biased is a potential problem to most of the studies involving behavioural research especially with cross sectional research design.
Figure-2: Decision Tree for Establishing and Understanding Types of Medition and Non-Mediation
Source: Zhao et al. (2010, p.201) Following the procedural remedies suggested by Podsakoff, MacKenzie, Lee, & Podsakoff (2003) the study has minimized the possibilities of common method variance. Few of the procedural remedies that the study has followed are given below:
• Social desirability biased: Consumer were ensured about the anonymity of their responses. They were provided time and space to fill in the questionnaire. They were asked to put their questionnaire in a box where other filled in questionnaire were collected. This was carried out to make them comfortable that no one can recall their names or affiliate anything to them.
• Time and Location of Measurement: The data was gathered in the evening. Keeping in view the convenience and comfort of the consumers this timing was preferred.
• Temporal, proximal, psychological, or methodological separation of measurement: Following the direction of Podsakoff, MacKenzie, Lee, & Podsakoff (2003) this was achieved by introducing a time lag between questions. A special care was made in the cover story towards giving a notion that predictor variable measures are separated from criterion variable measures.
• Protecting respondent anonymity and reducing evaluation apprehension: This was achieved through ensured respondents about their anonymity. Respondents were encouraged to freely express their opinion as there was no true and false answer.
• Obtain measures of the predictor and criterion variables from different sources:
The study due to its research objectives was deemed to use same sources for data on predictor and criterion variables. Podsakoff et al. (2003) have allowed using the same source where it is inevitable. They have also highlighted several issues related to gathering data from different sources, which in our case would have polluted the whole results.
• Improving Scale items: A special care has been imparted to improve the scale items. Since the questionnaire was adopted from a Western context this step was a crucial one. The study has capitalized upon the comments of the experts in order to achieve content and context validity. The wordings of the questionnaire were improved, localized and buttressed with relevant local examples. For example, in the first question of the annexure A1-the wording "price tags" was supported with a hint of "stickers" which is a commonly used word in the country. Similarly, the word "merchandise" is followed by a hint "shoes". The word "retail store" is followed by an example of locally famous retail store called "BATA store". Similarly, in question 2 of annexure#2 the word "soda" is given a hint of "Pepsi or Coke" which are more commonly used words instead of soda. In the same question the word "supermarket" is replaced with shops, keeping view the scarcity of supermarkets in the country and the common usage of the word "shop". "Changing price tags" is a rare option in the country as most of the shops in the country have salesmen to sell the products. Hence it was replaced with "misleading price information" to shopkeeper. These are few of the examples in which efforts are highlighted in defining ambiguous or unfamiliar terms, avoiding vague concepts and keeping questions simple.
• Statistical Techniques: The study has used Harman's single factor test and has found an absence of single factor accounting for majority of the covariance among measures. Harman's single factor produced a variance of 34.231% which is well below the recommended variance (table-1). Hence we can conclude that statistically our instrument lacks common method variance (CMV) issue. Source: Author
4.2Dimensionality of the data:
Exploratory Factor Analysis (EFA) is used to examine the relationship between the variables (Pallant, 2005 , Hyman & Sierra, 2010 . The suitability of the items was examined before making it subject to EFA. The correlation among certain variables was well above the required coefficient value of 0.3 (table-3). The value of Kaiser Meyer Olkin (KMO) was 0.791 which is well above the recommended value of 0.6 (Kaiser, 1970 (Kaiser, , 1974 . Similarly, the value of Balett's test of sphericity also indicated a statistically significant >0.05 (Bartlett, 1954) . (Matsunaga, 2010 and Thurstone, 1947) . Coefficents were suppressed to 0.35 as recommneded by Hair, Black, Babin, & Anderson (2014) The results of maximum likelihood identified a total of 56.199% variance explained by 3 components. The output of the Catell's (1966) screeplot also confirms the retaiontion of three components for further examination because of a clear break after the third component ( figure-3) . The items with cross loadings were removed and the final results are presented in Table 4 .
Figure 3: Scree Plot
Source: Author
All the items against moral intensity loaded smoothly against factor 1. The items for neutralization technique composed factor 2 however two items due to cross loadings were omitted. These items were for "denial of responsibility" and "appeal to higher loyalties". The self-consciousness items composed factor 3, where both private self-consciousness and public self-consciousness items were omitted because of poor loadings. This is supported by previous research conducted by Chang (1998) , Burnkrant & Page Jr (1984) and Mittal & Balasubramanian (1987) .
The Eigen values of the factors are 3.765, 2.245 & 1.447 which is well above the cut score of 1.00 (Costello & Osborne, 2005) . The Cronbach Alpha values of 0.839, 0.791 & 0.783confirm an adequate internal consistency by exceeding the minimum required value of 0.70 (Nunnally, 1978) . Validity is ensured through achieving significant loadings 0.714, 0.746 and 0.739 which are all above the required criteria of 0.5 confirming an acceptable convergent validity (Steenkamp & Van Trijp, 1991) , whereas the correlation between the threshold level of 0.70 ensures discriminate validity (Ping, 2004) .
4.2Confirmatory Factor Analysis:
A confirmatory factor analysis is carried out to using AMOS v.20. A satisfactory 11 items model was achieved validating the results of EFA. The goodness of fit for CFA achieved acceptable fit with normed chi-square (χ2/df) =2.298, df=58; p<0.001. The normed chi-square (χ2/df) is within the acceptable range of 1-3 as suggested by Carmines and McIver (1981) . There is a very small likelihood that the action will actually cause any harm. were within the acceptable ranges recommended by Hu & Bentler (1999) and Kline (2011) .
Results also ensured the convergent and discriminate validity of the scales. Figure 4 indicates that the standardized factor loadings of the indicators measuring a certain common factor posses were high (>0.60) ensuring convergent validity. Also the estimated correlations between the factors was lower than recommended value (<0.7). The results (table 5) indicate a significant positive impact of moral intensity on selfconsciousness (B=0.23, p<0.01). The results confirm the hypothesized relationship in H1. Similarly, moral intensity is also found to be significant positive predictor of neutralization techniques (B=0.542, p<0.001), and hence provides enough evidence to accept H2. The relationship of moral intensity and behavioural intention is also found to be significant and positive (B=0.375, p<0.01) making us to accept H3. The impact of self-consciousness emotion on neutralization technique as hypothesized in H4 is also found to be significant and negative (B=-0.143, p<0.05). Hence we will accept the H4. Both Self-consciousness and neutralization techniques were not found to be associated with moral intention (B=-0.046, p>0.1) and (B=-0.126, p>0.1) respectively. As the results we haven't received enough support to accept H5 and H6. Table 6 presents the results of the mediation analysis in light of the famous Baron & Kenny (1986) approach and bootstrapping. The hypothesized mediation of self-consciousness between moral intensity and neutralization is found significant on all the four paths (c=.500***, a=.214***, b=-0.116**, c'=0.537***). Also the significance of the indirect effect using bootstrapping was also found significant at 0.017. However, it does not fulfilled the mandatory conduction of Baron & Kenny (1986) for partial mediation that the indirect effect should be smaller in size as compare to direct effect (c>c'). The hypothesized mediated effect (H8) of selfconsciousness between moral intensity and neutralization techniques failed at step-3 (path b not found significant) and also the indirect effect was found insignificant using bootstrapping. Similarly, the hypothesized mediation of neutralization techniques between moral intensity and behavioural intention was unable to fulfil the step-3 (i.e. path b not found significant). Baron & Kenny (1986) Step-1
Step-2
Step-3
Step- 
DISCUSSION and CONCLUSION
The basic purpose of the study was to empirically examine the relationship of moral intensity, self-conscious emotions and neutralization. The study has laid down three measureable research objectives which were achieved through a field survey methodology on retail general consumers in Pakistan.
The results indicate that majority of the respondents are high on all the three aspects of selfconsciousness. The respondents showed a high level of sensitivity towards private selfconsciousness, followed by public self-consciousness and lastly on social anxiety. The results are in line with the prevailing cultural aspects of the country. According to Hofstede (2010) and Shah and Amjad (2011) there exists a high level collectivist culture in the country. In a particular collectivist culture, individuals of the society give high importance to their norms and values of the society and also care about the acceptance and rejection from the society. Hence, the findings are supported through the dominant collectivist culture in the county. The respondents have shown little attention towards neutralization techniques and moral intensity. This indicates that the pressure to live up to the acceptable range of social norms and values is higher than the characteristics of the issue or the development of any potential justification towards ethically compromised decision.
The first objective was to examine the impact of moral intensity on self-consciousness, neutralization techniques and behavioural intention was measured through three hypotheses H1 and H2. The results indicate that moral intensity is a significant direct predictor of both selfconsciousness and neutralization techniques. In other words, individuals' recognizing the issue sensitivity and its importance will experience a higher level of self-consciousness. These individuals reflect towards their inner feelings before proceeding into issues contain ethical decision making. Consequently their ability to devise rational for their decisions would be higher for incidents possessing a high level of issue sensitivity. The results of the studies are in line with previous studies carried out in the field (Leitsch, 2006; Molinsky & Margolis, 2005; Reidenbach & Robin, 1990; Karacaer, Gohar, Aygün, & Sayin, 2009 , Molinsky & Margolis, 2005 .
The second objective of the study was regarding the impact of self-consciousness on consumer's neutralization technique was measured through H4. The results reveal that consumers' selfconsciousness is negatively affiliated with their ability to justify (neutralization technique) their decision making made under ethical dilemmas. In other words, consumer who found could become aware of self-consciousness deject their inclinations towards development of any renationalization. Such consumer will feel it bad to develop justifications of their decisions under question. The results were found in-line with the hypothesized relationship developed in light of earlier studies in the field (Molinsky & Margolis, 2005; Strutton et al., 1994) .
The third objective of the study regarding the impact of moral intensity, self-conscious emotions and neutralization techniques on individual's behavioural intention was examined through H3, H5 and H6. The finding suggests that moral intensity is found significant predictor of making ethical intentions whereas neutralization techniques and self-consciousness were not found related. Hence the hypothesized relationship developed in-light of earlier studies (Molinsky & Margolis, 2005; Uddin & Gillett, 2002; Gruber & Schlegelmilch, 2014; Mallin & ServiereMunoz, 2013) were not proved. The results indicate the complexity already acknowledge in the literature on intention-behavioural gap. This further indicates inculcating other relevant factors that may influence the establishment of behavioural intention. Self-consciousness was found to complementary mediate the impact of moral intensity on neutralization. Self-consciousness was not found to have any mediation effect on the relationship of moral intensity and behavioural intention. Neutralization techniques were not found to mediate the impact of moral intensity and behavioural intention.
5.1Practical implications:
The data suggests that the majority of the consumers are high on self-consciousness. They categorized themselves highly sensitive on all three aspects of self-conscious emotions i.e. public, private and social self-consciousness. This aspect of the consumers can serve as an opportunity by carefully devised marketing strategies. While on the other hand if not thoroughly taken care of will serve as a threat to organizations. Being high on private self-consciousness means these consumers wish to keep their covert and hidden aspects of self. For example, in order to promote an ethical behaviour, in particular advertisement consumers can be shown doing a self-reflection when encountered an ethical dilemma in retail settings. The outcome of the consumer self-dialogue situation will be a positive ethical behaviour. Similarly, advertisements depicting ethical situations in which individuals retain their public or social selfconsciousness through ethical decisions.
The impact of moral intensity on neutralization techniques, self-consciousness and behavioural intention to avoid an unethical behaviour can also serve an opportunity to companies. Marketing campaign highlighting the importance of issues of moral importance will invoke consumers' sentiments to avoid such incidents during their real life shopping situations.
Limitations & future research:
The limitations associated with self-administered field survey method are unavoidable. Future studies may consider following an online survey technique or the both. By doing so researchers would be able to improve the quality of the data. The data collection for the study was carried out through convenience sampling technique hence the results can not be generalized to other regions of the country. Future studies may replicate this in different regions of the country in order to get a broaden understanding of the phenomena. The respondents of the study were general retail consumers hence limiting the scope of the findings to retail consumers only. The study can be replicated to other aspects of consumers in health sector, hospitality sector, luxury goods etc. Further, the cross sectional research design has limited the securing of data to 'one response per respondent". Future studies involving longitudinal research design can get more insights into the ethical decision making process. Similarly, adopting a more qualitative i.e. interviewing can help to understand the real causes of consumer delinquent behaviours.
The effects of cultural diversity on ethical decision making is acknowledged in the literature (Vitell, Nwachukwu, & Barnes, 1993 ). An existence of sub-cultural effects on provincial level, its impact on managerial decision making and on general consumers of Pakistan is well established in the literature (Shah, 2013; Shah & Amjad, 2011; Zaman, Shah, & Hasnu, 2016) . Future studies may put their efforts to examine the differences among different sub-cultures on the basis of their ethical ideologies, beliefs, self-consciousness, sensitivity towards moral intensity, use of neutralization techniques, and decision making. A potential area of study would be to compare and contrast ethical decision making between Pakistan and other countries that share cultural background i.e. collectivist. Similarly efforts can be carried out to compare these findings with a different cultural backgrounds i.e. individualistic culture.
Significance of the study
The current study contributes to the literature in three different aspects. Firstly, it extends the literature on consumer ethics by linking moral intensity with self-consciences and neutralization technique. Secondly, the study contributes to the literature on consumer ethics in Pakistan which is in its nascent stages and underexplored. Thirdly, the study contributes towards the methodological aspect by recruiting general consumers which is ignored in most of the previous studies and has used a bi-lingual (English/Urdu) survey questionnaire.
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Annexure 1: Scenario adopted from Muncy & Vitell (1992) • You observed a customer changes price tags (stickers) on a merchandise (e.g. shoes) in a retail store (e.g. BATA store) • You saw a person drinking a can of soda (e.g. Pepsi or Coke) in a supermarket (shop) and left without paying for it.
• You notice a person reported a lost item as "stolen" to an insurance company in order to collect the money.
• You observed a person giving misleading price information to a shopkeeper for an un-priced item.
• A person uses a long-distance access code of (land line) telephone for personal purposes that is given by the company to communicate with Head Office.
Annexure 2: Neutralization Techniques adopted from Strutton et al. (1994) 1. Denial of responsibility If s/he felt pressured into such action by forces beyond his/her control.
2.Denial of injury
If at the lower price the store still makes a profit.
Denial of victim
Because if the store had more reasonable prices s/he would not have to take such actions.
4.Condemning the condemners
Because if stores are lax enough to allow people to get away with such behaviour they deserve what they get.
5.Appeal to higher loyalties
Because one has to do what they can to improve the lot of their family.
Annexure 3: Moral intensity adopted from Paolillo & Vitell (2002 ) & Singh et al., (2007 1. Magnitude of consequences
The overall harm (if any) done as a result of the action would be very small 2.Social consensus Few people would agree that the action is wrong.
3.Probability of effect There is a very small likelihood that the action will actually cause any harm.
4.Temporal immediacy
The action will not cause any harm in the immediate future.
5.Proximity
If one were a personal friend of the person(s) harmed, the action would be wrong.
Concentration of effect
The action will harm very few people, if any.
